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The purpose of this course is to introduce consumer behavior theory and
practice, Major contents include the following are describing consumer
decision process model, understanding what major psychological processes to
the marketing program, understanding how consumers make purchasing
decisions, and learning how marketers analyze consumer decision making,
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1 | B A RRAEFERN Describe consumer decision 3 AC
process model

2 |BEMRH B A AT A £2 £ F 7| Understand what major 3 AC

25 psychological processes to the

marketing program,

3| BRI EABE R Understand how consumers 3 AC
make purchasing decisions,

4 | BB T 5 &R H RRAET Learn how marketers analyze 3 AC
consumer decision making,
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